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Information Systems Join the Tupperware Party

Problem: Changing 
business model caused 

diffi ltunnecessary difficulty 
for Tupperware sales 
consultants.
Solutions: Implement 
Web-based order 
management system that g y
simplifies order entry 
and other tasks.
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Information Systems Join the Tupperware Party

Oracle Collaboration Suite and Oracle Portal also 
streamlines communication and support.

Demonstrates IT’s role in centralizing data, improving 
production processes, and driving growth and 
profitability.

Illustrates the importance of automating business 
processes to reduce workloads and increase 
productivityproductivity.

Information Systems Join the Tupperware Party

2.1 Components of a Business

A business is a formal organization whose 
aim is to produce products or provide p p p
services for a profit – that is to sell products 
at a price greater than the costs of 
production.

2.1 To sell and to buy…

Business firms transform inputs and 
resources by adding value to then in the y g
production process. 

Customers are willing to pay this price 
because they believe a value greater or 

l h l iequal to the sale price.
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Deal!

Customer’s 
Perceived Value

Selling Price>

In Taiwan…

Small and Medium Enterprises (SME’s) all 
over the world contribute some 50% of GDP 
in the developed economies and some 60% 
of total employment (Lloyd-Reason, 2007).  
In 2006, 99.77% of the total enterprises in 
Taiwan were SME’s (MOEA, White Paper on 
SME’s in Taiwan 2007)SME’s in Taiwan, 2007).

Business Environment
Business firms depend heavily on their 
environments to supply capital, labor, customers, 

h l d d blnew technology, services and products, stable 
markets and legal systems and general 
educational resources. 
Business environments are constant changing: 
new developments in technology, politics, 
c stome p efe ences and eg lations happen allcustomer preferences and regulations happen all 
the time.  In general, when business fail, it is 
often because they failed to respond adequately to 
changes in their environments. 

Marketing Environment

The microenvironment consists of the 
factors close to the company that affect its p y
ability to serve its customers.
The macroenvironment consists of the 
larger societal forces that affect the 
microenvironment.
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The Company’s Microenvironment

.

The Company’s Macroenvironment 

.

To respond to the environment… To respond to the environment…
To be successful, an organization must 
constantly monitor and respond to or even 

i i d l i ianticipate – developments in its 
environment.  
A firm’s environment includes specific 
groups with which the business must deal 
directly, such as customers, suppliers and 

i ll h b d lcompetitors as well as the broader general 
environment, including socioeconomic 
trends, political conditions, technological 
innovations and global events.



2009/3/20

5

Technological Environment

The technological environment is perhaps 
the most dramatic force shaping our future.p g
New technology create new markets and 
opportunities.  They replace older 
technology.  Companies that do not keep up 
will soon find their products outdated and 
miss new product and market opportunitiesmiss new product and market opportunities.  
Thus, marketers should watch the 
technology environment closely. 

Buyer-readiness Stages

Corporate Website

Corporate Website is designed to build 
customer goodwill and to supplement other g pp
channels, rather than to sell the company’s 
products directly to:

- Provide information
- Create excitement
- Build relationships

Marketing Website

Marketing Website is designed to engage 
consumers in interaction that will move 
them closer to a direct purchase or other 
marketing outcome. 
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Louis Vuitton Coach

.

The 7 Cs of effective Website design

1.  Context
2. Content2.  Content
3.  Community
4.  Customization
5.  Communication
6 Connection6.  Connection
7.  Commerce

Organizing a business: 
Basic business functions

The decision of what to produce is a 
strategic choice because be it determines g
who are your potential customers and what 
kind of sources of a business firm needs. 



2009/3/20

7

MIS helps organizations to achieve 
the following objectives: 

To achieve operational excellence 
(productivity, efficiency, agility)
To develop new products and services
To attain customer intimacy and service 
(continuous marketing, sales and service, 
customization and personalization) 
To improve decision makingTo improve decision making 
(accurate and speed)
To achieve competitive advantage
To ensure survival

Information supports functions
Sales & Marketing

Information supports functions
Manufacturing & Production

Microsoft Excel 
工作表

Information supports functions
Finance & Accounting 
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Information supports functions
Human Resources

Information supports functions
Case study of Google  (TPS)

2.3 Systems That Span the Enterprise 

Enterprise System
Focus on executing business process acrossFocus on executing business process across 
business firm, include all levels of management

• SCM (Supply Chain Management )

• CRM( Customer Relationship Management)( p g )

• KMS(Knowledge Management System)

SCM (Supply Chain Management)

Provide information to help suppliers, 
purchasing firms, distributers, and logistics p g , , g
companies share information about order, 
production , inventory levels, and delivery of 
products. So that they can share, produce, 
and deliver goods and services efficiently. 
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SCM (Supply Chain Management)

(contd)
Get the right amount of product from source toGet the right amount of product from source to 
point of consumption with the least amount of 
time and with the lowest cost.

SCM (Supply Chain Management) 

dDistribution 
Centers WMS

Middle
ware

Corporate 
Systems

Order entry

Manufactur
i

Order & 
shipping 

notification

shipping 
notification

shipments

TMSFreight 
Carriers

ing

Shippingorders Plans & 
shipments

plans

CRM (Customer Relationship Management)

CRM (Customer Relationship Management)
Manage internal activity to fit customer’sManage internal activity to fit customer s 
demand and improve long term relationship 
for win-win status.

Win-win : our sales target and customer 
satisfaction

CRM (Customer Relationship Management)

Marketing Sales Target Define SalesMarketing 
Strategy

Sales Target
(Seg. & Num.)

Define  Sales 
Activity

Target ExecuteTarget 
Fulfillment

Execute  
Sales Activity
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CRM (Customer Relationship Management)

Marketing Sales Target Define SalesMarketing 
Strategy

Sales Target
(Seg. & Num.)

Define  Sales 
Activity

Proactive Target Execute
Sales 

Initiation

Target 
Fulfillment

Execute  
Sales Activity

KMS  (Knowledge Management System)

Support Processes for acquiring, storing, 
distributing, and applying knowledge, as g, pp y g g ,
well as processes for creating new 
knowledge and integrating it into 
organization.

i i i h bili bDiminish capability gap between company 
strategy and existing resource

KMS  (Knowledge Management System)

KMS Chart (1/2)

Strategy Capability 
List

AS-IS \ TO-BE 
Organization

Resource List
(Who can be where)Capability Gap

Hiring \ Improvement program

KMS  (Knowledge Management System)

KMS Chart (2/2)
Internal Knowledge

Apply & 
Evaluation

Knowledge 
Acquiring & 

St i

Internal Knowledge 
acquiring list

Knowledge 
Distributing & 

T i i

Hiring \ Improvement program

Capability  Gap

StoringTraining

External 
Resource
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2.4 The Information System Function in Business

Information System Department

S l P

Information system manager

CIO

End users
facing problem 
during business 
operating

System analysts Programmers
Transfer end 
user demand 

into information 
system

Improve system 
interface to fulfill end 

user request 

2.4 The Information System Function in Business

Information security enforce: CSO & 
CSIO

Example:

Set up Incident Response Procedure. 

Comply privacy laws: CPO

Example:

Insufficient privacy frame work may damage
company business image even will against 
regional legal rules. 

2.4 The Information System Function in Business

CKO & CSO & CLO – an executive to 
integrate exit knowledge into 

t i tienterprise operating process.

Consulter: CKO is experienced with strong 
information background to lead enterprise 
into correct business tendency.

Executer: CKO is not an empty talker, in 
other words, CKO is a role to transfer 
knowledge into executable process.

2.4 The Information System Function in Business

Information System Service.

Information system
serviceRD Manufacture

Sales Procurement

Accounting & Finance Human Resource
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2.4 The Information System Function in Business

Management Level for System Service
Information system provide multiply 
system to different management 
level:

EIS – assist decision maker for 
business direction

DSS – assist making business 
strategic

EIS

DSS

strategic

MIS – provide management 
information for each function 
business unit

TPS – increase effective solution in 
manufacture field

MIS

TPS

2.5 Hands-on MIS

Assignment # 1
A i t # 2Assignment # 2
Assignment # 3

Exercise#1

Case Description:
Role Definition: you are a part of Dirt Bikes’ 

management 
team and have been asked to analyze data on Dirt 

Bikes’
financial performance. 

Prepare an addition to your management report 
that answers these questions:that answers these questions:

1. What are Dirt Bikes’s best- and worst-performing 
products? What is the proportion of domestic to 
international sales? Have international sales grown 
relative to domestic sales?

Assignment#1
2. Are sales(revenues) growing steadily, and, if 
so, at what rate? What is the cost of goods 
sold compared to revenues? Is it increasing orsold compared to revenues? Is it increasing or 
decreasing? Are the firm’s gross and net 
margins increasing or decreasing? Are the 
firm’s operating expenses increasing or 
decreasing? Is the firm heavily in debt? Does it 
have assets to pay for expenses and to finance 
the development of new products and p p
information systems?
3.(Optional) Use electronic presentation 
software to summarize your analysis of Dirt 
Bikes’s performance for management.
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Sales by Model Between 2003 and 2007
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Sales by Model Between 2003 and 2007 Remark:
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best-
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The Proportion of Domestic to International Sales

Remark:
The proportion of domestic to international sales is relatively 

high on the average of 91.2% from 2003 to 2007. 
Please refer to the attached raw data.

Comparison of Domestic and International 
Sales
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2. Both of 
International and 
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domestic sales grew 
but international sales 
didn’t rise as much as 
domestic sales from 
2003 to 2005.

Consolidated Statements of Income (in thousands)

Remark:
1. Sales (revenues) are 

not growing steadily. 
It drops from 64 063It drops from 64,063 
to 60,144 in 2007.

2. The cost of goods 
sold has been 
increasing whereas 
the net sales drops in 
2007.

3. The firm’s gross and g
net margins are 
decreasing.

4. The firm’s operation 
expenses are 
increasing over three 
years.
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Summary Balance Sheet Data

Remark:
1.The firm is not 
heavily in debt since y
the total assets are 
much more than total 
liabilities.
2.The firm has assets to 
pay for expenses and to 
finance the 
development of new 
products and 
information systems 
since total current 
assets are much more 
than total current 
liabilities.

Summary of Analysis

The charts above indicates Dirt Bikes’s 
weakness for international sales and leaves theweakness for international sales and leaves the 
room for improvement.
Net income has decreased to be -
US$1,444,000 in 2007 and give the 
management teams an alert for some change. 
Dirt Bikes still has the working capital to invest 
in new products and information systems for 
more profit.

Assignment#2

Task Description:
Role Definition: a company that manufactures p y
aircraft components
Objective: use some criteria to identify 
preferred suppliers to benefit from better supply 
chain management

Assignment:Assignment: 
Use your spreadsheet software to prepare 

reports to support your recommendations.

Recommendations for Preferred Suppliers

Method: 
1st Step: Categorize the parts p g p
2nd Step: compare the suppliers with the best         

offer for each part such as the price,   
the shortest Lead time and so on. 
Then find the preferred one.
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Recommendations For Preferred Suppliers

Example

R kRemark:
Concerning control panel, Durrable Products is the most preferred 

supplier due to the better item cost,  A/P term and lead time 
compared to the other supplier. 

(For more details, please refer to the attached excel file)

Assignment #3

Task Description:
Role Definition: a dispatcher for Cross-Country p y
Transport, a new trucking and delivery service. 
Objective: plan the most efficient route between 
Elkhart and Hagerstown in U.S.A.

Assignment: 
1 Find the shortest route by using MapQuest1. Find the shortest route by using MapQuest
2. Find the route that takes the least time
3. Compare the results. Which route should  

Cross-Country use?

Find the shortest route

Key in 
the 

address 
informati

on

Find the shortest route
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Find the shortest route Find the shortest route

Find the route that takes the least 
time

Find the route that takes the least 
time
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Find the route that takes the least 
time Compare The Results

Route Distance Time
• Comparison

Route Distance Time
The shortest 
distance

506.52 miles
(-27.02 miles)

9 hours 45 minutes

The shortest time 533.54 miles 8 hours 51 minutes
(-54 minutes)

•Which route should  Cross-Country use?
It depends on the package number, package 
route on that day, and company policy about 
whether time or cost is the priority.

SUMMARY

Opportunities

Achieve higher levels of productivity, 
earnings and ultimately advance shareearnings, and ultimately advance share 
prices.  
Enhance decision making of both managers 
and employees
Providing information where and when it isProviding information where and when it is 
needed in a formal that is easily integrated 
into everyday business life.
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Management Challenges

Integration and the whole firm view
Management and employee TrainingManagement and employee Training 
Accounting for the cost and systems and 
managing demand for systems

Solution Guidelines

Inventorying the firm’s information systems 
for a 360-degree view of information g
Employee and management education
Accounting for the costs and benefits of 
information systems 

CASE STUDY-JAPAN -
http://www.toyota.com/

CARS INFOR
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CAR INTRO. Attractiveness

Toyota website is one which reflects on the 
strong principles and good qualityg p p g q y

good-looking 
structured homepage

The main colour: white and a light shade of gray, 
greens and blues in bright shades
cartoon-character popping bannerp pp g

The flash banners incorporated onto the 
homepage give the Toyota website a fun 
and youthful appeal.

Improvement 

The search engine optimization is however 
not enough if the Toyota company wishes g y p y
to take full advantage of the marketing and 
promotion properties of their website. 

more keywords be placed in the meta tags and 
web contents.
through Website Design and Marketingthrough Website Design and Marketing 
company

Q & A



2009/3/20

20


